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Franchising business plays an important role in enhancing Malaysia’s economic and social 
growth as it assists to develop and nurture Bumiputera entrepreneurs. However, recently, 
franchising business is not growing as expected as more local franchising businesses are 
confronting business termination or ceased operations problems. Therefore, Bumiputera 
franchisees retention is crucial to ensure franchise business continuity and long-term business 
success. Furthermore, previous researchers accentuated the relationships between franchisor 
support, franchisor brand and franchisor franchise system and franchisees retention in the 
franchising business. Hence, this study examines the relationship between franchisor support, 
franchisor brand, franchisor franchise system and Bumiputera franchisees retention in the 
Malaysia franchising business. The study also examines the moderating effect of government 
support. The sequential explanatory mixed method was used. Data was collected through a 
survey and interviews. A hundred and twenty-five Bumiputera franchisees were involved for the 
quantitative phase, whilst for the qualitative phase, semi-structured interviews were conducted 
on six Bumiputera franchisees to further explain the result of the quantitative statistical analysis.  
Overall, the finding indicated that franchisor support, franchisor brand, franchisor franchising 
system, government support and Bumiputera franchisees retention were significantly related. 
However, only the franchisor franchise system significantly predicted Bumiputera franchisees 
retention while other variables did not.  In fact, the result also identified that government support 
was irrelevant and did not play moderating role in contributing towards Bumiputera franchisees’ 
retention. Hence, in order to ensure business franchise retention, it is important for the franchisor 
to foster and nurture an effective franchisor franchise system.  Furthermore, it is essential for 
government to frequently review the supports in at least three to five years to ensure effective and 
successful outcomes especially to franchisees. Finally, this study has gave future research 
opportunities to explore into more specific area such indexes or dimensions in each study variable.  
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Perniagaan francais memainkan peranan penting dalam meningkatkan pertumbuhan ekonomi 
dan sosial  di Malaysia kerana mampu membantu dalam memupuk dan membangunkan  
usahawan bumiputera. Namun, kini perniagaan francais tidak berkembang sebagaimana yang 
diharapkan disebabkan banyak perniagaan francais tempatan berhadapan dengan masalah 
penamatan perniagaan atau pemberhentian operasi. Oleh itu, pengekalan francaisi bumiputera 
adalah penting untuk memastikan kesinambungan perniagaan dan kejayaan perniagaan francais 
dalam jangka masa panjang. Tambahan lagi, penyelidik terdahulu mengesahkan hubungan antara 
sokongan dari francaisor, jenama francaisor, sistem francais francaisor dan pengekalan francaisi 
dalam perniagaan francais. Justeru, kajian ini menyelidik hubungan antara sokongan francais, 
jenama francais, sistem francais dan pengekalan francaisi bumiputera dalam perniagaan francais 
di Malaysia. Kajian ini juga mengenal pasti kesan penyederhanaan sokongan pihak kerajaan. 
Kaedah gabungan penjelasan secara berurutan digunakan dalam kajian ini. Data dikumpulkan 
melalui kaedah tinjauan dan temu bual. Seramai seratus dua puluh lima francaisi bumiputera 
terlibat dalam fasa kuantitatif manakala bagi fasa kualitatif, temu bual separa berstruktur telah 
dijalankan ke atas enam francaisi bumiputera untuk menjelaskan lebih lanjut hasil analisis 
statistik kuantitatif. Secara keseluruhannya, penemuan kajian menunjukkan bahawa sokongan 
francaisor, jenama francaisor, sistem francais, sokongan kerajaan dan pengekalan francaisi 
bumiputera adalah berkaitan. Walau bagaimanapun, hanya sistem francais secara ketara 
meramalkan pengekalan francaisi bumiputera dan tidak  pemboleh ubah yang lain. Malahan, 
keputusan kajian juga menunjukkan bahawa sokongan kerajaan tidak relevan dan tidak 
memainkan peranan sebagai penyederhana dalam menyumbang kepada pengekalan francaisi 
bumiputera. Oleh itu, bagi memastikan pengekalan perniagaan francais, adalah penting untuk 
francaisor meransang dan memupuk sistem francais yang efektif. Selain itu, adalah penting bagi 
kerajaan untuk sering mengkaji sokongan dalam sekurang-kurangnya tiga hingga lima tahun 
untuk memastikan hasil yang berkesan dan berjaya terutamanya kepada francaisi. Akhirnya, 
kajian ini memberi peluang penyelidikan masa hadapan untuk meneroka ke dalam bidang yang 
lebih khusus seperti indeks atau dimensi dalam setiap pembolehubah kajian.  
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Franchising in Malaysia is often considered as one of strategy to develop entrepreneurs 
particularly Bumiputera (Rosliana, Norfaizawati, & Nur, 2013; Md Isa, Filzah, Chee, Siti 
Norezan, Othman, Din, Mohd Harif, Hussin, Zolkafli, Md Jani & Mohamad Yusop, 2012; Mohd 
Harif, Hoe, Zolkafli, Filzah, Siti Norezam & Mohd Salleh, 2011).  The sector has grown rapidly 
(Abu Bakar, Mohd Hassan, Rozita & Norhamimah, 2003) and in 2016, there are more than 800 
registered franchise business (Ministry of Domestic Trade, Consumerism and Cooperative 
(MDTCC, 2016) or 23,140 number of franchise outlets owned by franchisors and franchisees 
(Fauziah, Sazali, Latif, Osman, Suzana, Zawawi & Fazal, 2018). The franchise business consists 
of local and foreign brands that operating based on the business format of the franchise system.  
The business format of the franchise system is considered an appropriate and lower failure risks 
business concept (Abu Bakar et al., 2003) and has been practiced in Malaysia under the preview 
of Franchise Act 1998 (amendment 2012). This includes the famous brands including 
McDonalds, Kentucky Fried Chicken (KFC), Secret Recipe, Papa Rich, Gloria Jeans Coffee, 
Smart Readers, Seven Eleven and many more.   
 
Since the franchise system was initiated in the 1990s, there has been a trend of large 
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APPENDIX 1:        LETTERS AND QUESTIONNAIRE 
 
Muhamad Hafizi bin Sulaiman (95180) 
Doctor of Business Administration Program Student  
Othman Yeop Abdullah Graduate School Business (OYASB),  
College of Business, 
Universiti Utara Malaysia, Sintok, 
Kedah. 
 
To whom is may concern 
 
Dear Valued Respondents, 
 
Invitation to Participate Academic Survey 
 
Respectfully, I refer to the above-mentioned matter. 
 
In relation to the academic requirement for my Doctoral Program, I am conducting this 
survey for the purpose of exploring and explaining the interrelation between factors that 
influence the success of franchise business in Malaysia. 
For your kind information, your response will be strictly confidential and will be used for 
the sole purpose of academic research and will not be given to any third parties.  
Therefore, I humbly seek for your kind time and cooperation to answer the survey 
truthfully.  Thank you in advance for your cooperation and time.  Should you need further 
clarification, do not hesitate to contact me through telephone at 019-5594977 or email 













SECTION A: GENERAL INFORMATION 
(Tick the appropriate box) 
This section is pertaining to your personal details. Kindly fill in the data. 
  1.      Gender 
              Male    Female   
 
  2.      Age:___________years.  
 
  3.  Highest education 
                   SPM / STPM                   Certificate                Diploma 
                   Degree                            Others: Please state: ___________ 
 
4.  How long have you been in business? ………years. 
 
  5.  How long have you been in franchising industry?……years. 
 
6.   How long have you been in this franchise? ……. years. 
 
  7.     Your capital investment in franchising business: RM________________ 
 
  8. Source of startup funding: 
                    Personal Saving                        Borrowed from relative or friend 
                    Sold previous business             Bank Loan  
                    Others: Please indicate_________________ 
 








9. Please indicate particular industry which the franchise falls under: 
Food & Beverage                        Learning Centre & Education 
                    Service &Maintenance                  Clothing & Accessories  
                    Others: Please indicate__________________ 
 
10. Please indicate the location of your shop. 
                   Commercial Area    Office Area 
                   Residential Area                         University Area  


























SECTION I: FRANCHISEE RETENTION  
Please respond to the following statements by indicating the extent to which you agree 







1 2 3 4 5 
 









































 SECTION I. FRANCHISEE RETENTION       
 Calculative/Continuance Commitment      
1. It would be very hard for me to leave the franchise 
business right now, even if I wanted to. 
1 2 3 4 5 
2. Too much of my life would be disrupted if I decided I 
wanted to leave the franchise business right now. 
1 2 3 4 5 
3. Right now, staying with the franchise business is a 
matter of necessity as much as desire. 
1 2 3 4 5 
4. I feel that I have too few options to consider leaving 
the franchise business. 
1 2 3 4 5 
 Satisfaction      
5. I am satisfied with how I use my personal qualities. 1 2 3 4 5 
6. I am satisfied with how I make decision on my own 
initiative. 
1 2 3 4 5 
7. I am satisfied that my work offers me a feeling of 
achievement 
1 2 3 4 5 
8. I am satisfied with my income in relation to the work I 
do. 
1 2 3 4 5 
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SECTION II:  FRANCHISOR FRANCHISE SYSTEM  
Please respond to the following statements by indicating the extent to which you agree 







1 2 3 4 5 
 








































 SECTION II.  FRANCHISOR FRANCHISE SYSTEM       
9. The relationship with my franchise system is more 
valuable. 
1 2 3 4 5 
10. The franchisor creates more value in the franchise 
system when I compare all the costs of the relationship. 
1 2 3 4 5 
11. The franchisor creates more value in the franchise system when I compare all the benefits of the 
relationship. 




















SECTION III:  FRANCHISOR BRAND  
Please respond to the following statements by indicating the extent to which you agree 








1 2 3 4 5 
 










































 SECTION III.  FRANCHISOR BRAND       
12. My franchisor is the best brand in the industry. 1 2 3 4 5 
13. My franchisor enjoys higher brand recognition than do 
competitors. 
1 2 3 4 5 
14. My franchisor brand has good reputation nationally. 1 2 3 4 5 
15. My franchisor is the first choice when considering 
product or service from my customer perspective. 
















SECTION IV:  FRANCHISOR SUPPORT 
 
Please respond to the following statements by indicating the extent to which you agree 








1 2 3 4 5 
 
 









































 SECTION   IV:  FRANCHISOR SUPPORT      
16. My franchisor supports the marketing activities. 1 2 3 4 5 
17. My franchisor supports the facilities for my franchise 
unit. 
1 2 3 4 5 
18. My franchisor supports the maintenance for my 
franchise unit. 
1 2 3 4 5 
19. When I have a problem, my franchisor is there to 
solve my problem. 
1 2 3 4 5 
20. My franchisor understands my needs. 1 2 3 4 5 














SECTION V:   GOVERNMENT SUPPORT 
 
Please respond to the following statements by indicating the extent to which you agree 







1 2 3 4 5 
 








































 SECTION V.   GOVERNMENT SUPPORT      
22. I received adequate financial support from government. 1 2 3 4 5 
23. I received adequate business management related 
training from government. 
1 2 3 4 5 
24. I received useful technical support from government. 1 2 3 4 5 
25. I received adequate capital for start-up from government. 1 2 3 4 5 
26. I received adequate capital for expansion from government. 1 2 3 4 5 








APPENDIX 2: SEMI-STRUCTURED QUESTIONAIRES FOR SEQUENTIAL 
EXPLANATORY MIXED METHOD 
 
 
Thank you so much for taking the time to participate today.  This current research 
is to explore the interrelation between factors that influence the success of franchise 
business in Malaysia.  Specifically, this research is focused on how to retain 
franchisee and why make the franchisee retain in the franchising business 
specifically among Bumiputera in Malaysia (i.e. elaborate about the franchisor 
attributes (i.e. franchisor support, franchisor brand and franchisor franchise system 
important to the franchising business).  Furthermore, I also will ask you to be as 
specific as possible regarding the role of government support that received by 
franchisee in the franchising business.  It would be more helpful to know the type 
and details of government support received by franchisee such as names of 




What make you enter the franchising business? Is it because the franchisor support, 
franchisor brand and franchisor franchise system?  
Apakah yang menyebabkan anda menceburi perniagaan francais? Adakah ia 







After you enter the franchising business, how your organization (i.e. franchisee) 
considered the franchisor attributes such as franchisor support, franchisor brand 
and franchisor franchise system help in your franchising business.  
Setelah anda menceburi perniagaan francais, bagaimana organisasi 
anda (iaitu penerima francais / francaisi) menerima ciri-ciri  pemberi francais seperti 
sokongan pemberi francais, jenama pemberi francais dan sistem francais pemberi 




Out of franchisor attributes listed, which you think that most critical to the successful 
of Bumiputera franchisee retention? And why it is so important?  
Daripada ciri pemberi francais yang tersenarai diatas, yang manakah yang anda 
fikir paling kritikal bagi memastikan pengekalan perniagaan francais Bumiputera ? 











Has your company received any supports and assistance from government?  
Adakah anda menerima sebarang sokongan dan bantuan daripada kerajaan? 
 
IV. What type of support and assistance you received in the franchising 
business? / Apakah jenis sokongan dan bantuan yang diterima oleh anda 
didalam perniagaan francais? 
V. When did you received this government support and assistance for the 
franchising business? / Bilakah anda menerima sokongan dan bantuan 
daripada Kerajaan untuk perniagaan francais? 
VI. What other things you want government to support or assist in ensuring 
the successful of the franchising business? / Apakah perkara-perkara lain 
anda fikir perlu dibantu oleh Kerajaan untuk memastikan kejayaan 




Did you feel satisfied and want to continue with a new term with the same 
franchising business? and Why?  
Adakah anda rasa berpuas hati dan ingin meneruskan perjanjian baru dengan 






Are there other things that you feel important to share with me related to your 
experience of running the franchising business? 
Adakah ada perkara lain yang anda ingin berkongsi dengan saya berkaitan dengan 








































N Minimum Maximum Mean 
Std. 
Deviation Skewness Kurtosis 





Frch_franchisesytem 125 1.00 5.00 3.4667 .89403 -.414 .217 .183 .430 
Frhs_support3 125 1.00 5.00 3.5893 .83777 -.552 .217 .148 .430 
Frch_francbrand 125 1.00 5.00 3.5060 .88643 -.338 .217 -.210 .430 
Gov_support 125 1.00 5.00 3.3072 .89930 -.237 .217 .117 .430 
Frch_retention_final 125 1.00 7.45 3.5927 .75714 .567 .217 5.728 .430 




N Minimum Maximum Mean 
Std. 
Deviation Skewness Kurtosis 





Frhs_support 125 1.00 5.00 3.5893 .83777 -.552 .217 .148 .430 
Frch_francbrand 125 1.00 5.00 3.5060 .88643 -.338 .217 -.210 .430 
Frch_franchisesytem 125 1.00 5.00 3.4667 .89403 -.414 .217 .183 .430 
Gov_support 125 1.00 5.00 3.3072 .89930 -.237 .217 .117 .430 
Frch_Retention_ 125 1.00 8.22 3.5982 .78944 1.168 .217 9.562 .430 
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APPENDIX 4:        MAHALANOBIS TEST 
 
Residuals Statistics’ 
 Minimum Maximum Mean Std. Deviation N 
Predicted Value 1.9191 4.6181 3.5927 .56506 125 
Std. Predicted Value -2.962 1.815 .000 1.000 125 
Standard Error of Predicted 
Value 
.052 .190 .097 .032 125 
Adjusted Predicted Value 2.0107 4.6188 3.5922 .56651 125 
Residual -.96125 3.52879 .00000 .50395 125 
Std. Residual -1.876 6.888 .000 .984 125 
Stud. Residual -1.906 6.934 .001 1.002 125 
Deleted Residual -1.01072 3.57594 .00055 .52361 125 
Stud. Deleted Residual -1.927 8.920 .016 1.124 125 
Mahal. Distance .276 16.070 3.968 3.383 125 
Cook's Distance .000 .128 .008 .018 125 
Cantered Leverage Value .002 .130 .032 .027 125 









































































0 .648 .617 .389 .379 .415 .291 .439 .456 .434 .235 .461 .407 .380 .446 .392 .367 .464 .482 .431 .236 .263 .201 .206 .148 
AFR
CC6 .470 .648 
1.00
0 .576 .337 .304 .312 .268 .277 .353 .318 .295 .390 .356 .345 .317 .320 .305 .386 .389 .370 .246 .251 .198 .198 .213 
AFR
CC7 .542 .617 .576 
1.00
0 .419 .367 .382 .400 .364 .450 .454 .281 .372 .415 .458 .340 .383 .351 .379 .458 .359 .227 .284 .223 .250 .261 
AFR
S18 .480 .389 .337 .419 
1.00
0 .813 .726 .732 .714 .685 .738 .547 .561 .607 .677 .527 .541 .498 .594 .557 .560 .389 .470 .363 .331 .342 
AFR
S19 .432 .379 .304 .367 .813 
1.00
0 .787 .710 .726 .681 .698 .531 .558 .530 .609 .482 .560 .485 .612 .552 .587 .327 .422 .287 .328 .346 
AFR
S22 .485 .415 .312 .382 .726 .787 
1.00
0 .710 .690 .669 .681 .488 .547 .574 .601 .495 .525 .504 .533 .566 .533 .373 .449 .289 .324 .352 
AFR
S23 .364 .291 .268 .400 .732 .710 .710 
1.00
0 .669 .681 .736 .511 .516 .626 .656 .534 .616 .556 .571 .563 .568 .454 .470 .402 .438 .478 
BFF
S31 .551 .439 .277 .364 .714 .726 .690 .669 
1.00
0 .853 .846 .652 .743 .710 .736 .738 .745 .668 .752 .754 .705 .463 .585 .464 .382 .396 
BFF
S32 .508 .456 .353 .450 .685 .681 .669 .681 .853 
1.00
0 .915 .627 .708 .709 .749 .686 .747 .634 .660 .753 .700 .483 .543 .464 .434 .450 
BFF
S33 .516 .434 .318 .454 .738 .698 .681 .736 .846 .915 
1.00
0 .637 .702 .743 .777 .669 .706 .678 .731 .741 .698 .486 .543 .444 .411 .411 
CBF
B34 .318 .235 .295 .281 .547 .531 .488 .511 .652 .627 .637 
1.00
0 .738 .699 .747 .632 .639 .631 .565 .605 .588 .470 .532 .422 .454 .428 
CBF
B35 .456 .461 .390 .372 .561 .558 .547 .516 .743 .708 .702 .738 
1.00
0 .822 .809 .727 .689 .696 .646 .656 .677 .441 .473 .439 .411 .426 
CBF
B36 .444 .407 .356 .415 .607 .530 .574 .626 .710 .709 .743 .699 .822 
1.00
0 .860 .746 .719 .721 .658 .741 .687 .429 .436 .461 .472 .456 
CBF
B37 .378 .380 .345 .458 .677 .609 .601 .656 .736 .749 .777 .747 .809 .860 
1.00
0 .686 .706 .709 .671 .706 .663 .454 .543 .445 .462 .467 
DFS
38 .457 .446 .317 .340 .527 .482 .495 .534 .738 .686 .669 .632 .727 .746 .686 
1.00
0 .824 .756 .728 .748 .723 .460 .559 .522 .423 .417 
DFS
39 .470 .392 .320 .383 .541 .560 .525 .616 .745 .747 .706 .639 .689 .719 .706 .824 
1.00




40 .416 .367 .305 .351 .498 .485 .504 .556 .668 .634 .678 .631 .696 .721 .709 .756 .832 
1.00
0 .714 .702 .697 .486 .538 .494 .397 .373 
DFS
45 .520 .464 .386 .379 .594 .612 .533 .571 .752 .660 .731 .565 .646 .658 .671 .728 .721 .714 
1.00
0 .814 .832 .394 .501 .396 .281 .326 
DFS
47 .521 .482 .389 .458 .557 .552 .566 .563 .754 .753 .741 .605 .656 .741 .706 .748 .783 .702 .814 
1.00
0 .808 .417 .539 .484 .383 .390 
DFS
48 .491 .431 .370 .359 .560 .587 .533 .568 .705 .700 .698 .588 .677 .687 .663 .723 .760 .697 .832 .808 
1.00
0 .375 .460 .439 .346 .375 
FGi
57 .298 .236 .246 .227 .389 .327 .373 .454 .463 .483 .486 .470 .441 .429 .454 .460 .445 .486 .394 .417 .375 
1.00
0 .830 .756 .767 .725 
FGi
58 .330 .263 .251 .284 .470 .422 .449 .470 .585 .543 .543 .532 .473 .436 .543 .559 .526 .538 .501 .539 .460 .830 
1.00
0 .794 .667 .685 
FGi
59 .215 .201 .198 .223 .363 .287 .289 .402 .464 .464 .444 .422 .439 .461 .445 .522 .484 .494 .396 .484 .439 .756 .794 
1.00
0 .782 .802 
FGi



















Rotated Component Matrix 
  
Component 
1 2 3 4 
AFRCC4 .314     .734 
AFRCC5       .871 
AFRCC6       .781 
AFRCC7       .741 
AFRS18 .346   .784   
AFRS19 .336   .820   
AFRS22 .309   .779   
AFRS23 .369   .724   
BFFS31 .666   .549   
BFFS32 .610   .545   
BFFS33 .617   .594   
CBFB34 .667 .302 .310   
CBFB35 .742       
CBFB36 .749   .321   
CBFB37 .695   .433   
DFS38 .813       
DFS39 .809       
DFS40 .801       
DFS45 .751   .304   
DFS47 .763     .307 
DFS48 .770       
FGi57   .839     
FGi58 .339 .763     
FGi59 .317 .856     
FGi60   .889     
FGi61   .884     
Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 6 iterations. 
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APPENDIX 6:        RELIABILITY 
Scale: Franchisee Retention       
         
Case Processing Summary      
  N %      
Cases Valid 125 100.0      
Excluded 0 0.0      
Total 125 100.0      
a. Listwise deletion based on all variables in the procedure. 
     





 on  
Standardized  
Items 
N of Items 
      
.890 .891 8       
         
Item Statistics      
  Mean 
Std. 
Deviation N      
AFRCC4 3.6320 .89385 125      
AFRCC5 3.4160 .96874 125      
AFRCC6 3.5360 .87569 125      
AFRCC7 3.4400 .91933 125      
AFRS18 3.7200 .86696 125      
AFRS19 3.7040 .84265 125      
AFRS22 3.7680 .84372 125      
AFRS23 3.4880 .90354 125      
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Inter-Item Correlation Matrix 
  AFRCC4 AFRCC5 AFRCC6 AFRCC7 AFRS18 AFRS19 AFRS22 AFRS23 
AFRCC4 1.000 .774 .470 .542 .480 .432 .485 .364 
AFRCC5 .774 1.000 .648 .617 .389 .379 .415 .291 
AFRCC6 .470 .648 1.000 .576 .337 .304 .312 .268 
AFRCC7 .542 .617 .576 1.000 .419 .367 .382 .400 
AFRS18 .480 .389 .337 .419 1.000 .813 .726 .732 
AFRS19 .432 .379 .304 .367 .813 1.000 .787 .710 
AFRS22 .485 .415 .312 .382 .726 .787 1.000 .710 
AFRS23 .364 .291 .268 .400 .732 .710 .710 1.000 
         
Summary Item Statistics  





Inter-Item Correlations .505 .268 .813 .545 3.032 .029 8  
         
Item-Total Statistics    
  
Scale Mean if Item 
Deleted 






Cronbach's Alpha if 
Item Deleted   
AFRCC4 25.0720 22.148 .675 .650 .875   
AFRCC5 25.2880 21.691 .665 .721 .876   
AFRCC6 25.1680 23.254 .546 .480 .887   
AFRCC7 25.2640 22.373 .622 .485 .880   
AFRS18 24.9840 21.903 .736 .729 .869   
AFRS19 25.0000 22.242 .714 .749 .871   
AFRS22 24.9360 22.189 .721 .689 .871   
AFRS23 25.2160 22.316 .644 .626 .878   
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Scale: Franchisor Franchise System      
         
Case Processing Summary      
  N %      
Cases Valid 125 100.0      
Excluded 0 0.0      
Total 125 100.0      
a. Listwise deletion based on all variables in the procedure. 
     
         







Items N of Items       
.953 .953 3       
         
Item Statistics      
  Mean 
Std. 
Deviation N      
BFFS31 3.5600 .94528 125      
BFFS32 3.3920 .90604 125      
BFFS33 3.4480 .95424 125      
         
Inter-Item Correlation Matrix      
  BFFS31 BFFS32 BFFS33      
BFFS31 1.000 .853 .846      
BFFS32 .853 1.000 .915      
BFFS33 .846 .915 1.000      
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Summary Item Statistics  





Inter-Item Correlations .871 .846 .915 .068 1.081 .001 3  
         


















Deleted    
BFFS31 6.8400 3.313 .868 .754 .955    
BFFS32 7.0080 3.331 .920 .858 .917    
BFFS33 6.9520 3.175 .914 .853 .920    
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Scale: Franchisor Brand 
         
Case Processing Summary      
  N %      
Cases Valid 125 100.0      
Excluded 0 0.0      
Total 125 100.0      
a. Listwise deletion based on all variables in the procedure. 
     
         







Items N of Items       
.934 .934 4       
         
Item Statistics      
  Mean 
Std. 
Deviation N      
CBFB34 3.5040 .91249 125      
CBFB35 3.5040 .97239 125      
CBFB36 3.5440 .99599 125      










         
233 
 
Inter-Item Correlation Matrix     
  CBFB34 CBFB35 CBFB36 CBFB37     
CBFB34 1.000 .738 .699 .747     
CBFB35 .738 1.000 .822 .809     
CBFB36 .699 .822 1.000 .860     
CBFB37 .747 .809 .860 1.000     
         
Summary Item Statistics  





Inter-Item Correlations .779 .699 .860 .162 1.232 .003 4  
         


















Deleted    
CBFB34 10.5200 7.800 .773 .610 .936    
CBFB35 10.5200 7.155 .860 .742 .909    
CBFB36 10.4800 7.010 .867 .786 .907    
CBFB37 10.5520 6.943 .883 .793 .901    
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Scale: Franchisor Support 
         
Case Processing Summary      
  N %      
Cases Valid 125 100.0      
Excluded 0 0.0      
Total 125 100.0      
a. Listwise deletion based on all variables in the procedure. 
     
         







Items N of Items       
.950 .951 6       
         
Item Statistics      
  Mean 
Std. 
Deviation N      
DFS38 3.5840 .92618 125      
DFS39 3.6240 .83920 125      
DFS40 3.6320 .95492 125      
DFS45 3.5200 1.00483 125      
DFS47 3.4480 .94575 125      




   
 
 
       
Inter-Item Correlation Matrix   
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  DFS38 DFS39 DFS40 DFS45 DFS47 DFS48   
DFS38 1.000 .824 .756 .728 .748 .723   
DFS39 .824 1.000 .832 .721 .783 .760   
DFS40 .756 .832 1.000 .714 .702 .697   
DFS45 .728 .721 .714 1.000 .814 .832   
DFS47 .748 .783 .702 .814 1.000 .808   




Summary Item Statistics  





Inter-Item Correlations .763 .697 .832 .135 1.194 .002 6  
         


















Deleted    
DFS38 17.7920 18.263 .836 .727 .941    
DFS39 17.7520 18.688 .874 .814 .938    
DFS40 17.7440 18.192 .814 .725 .944    
DFS45 17.8560 17.576 .849 .769 .940    
DFS47 17.9280 17.954 .859 .762 .939    
DFS48 17.8080 17.640 .851 .762 .940    
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Scale: Government Support 
         
Case Processing Summary      
  N %      
Cases Valid 125 100.0      
Excluded 0 0.0      
Total 125 100.0      
a. Listwise deletion based on all variables in the procedure. 
     
         






Items N of Items       
.943 .944 5       
         
Item Statistics      
  Mean 
Std. 
Deviation N      
FGi57 3.4320 .93616 125      
FGi58 3.4160 .96038 125      
FGi59 3.2320 .95154 125      
FGi60 3.2960 1.07781 125      
FGi61 3.1600 1.05035 125      
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Inter-Item Correlation Matrix 
  FGi57 FGi58 FGi59 FGi60 FGi61    
FGi57 1.000 .830 .756 .767 .725    
FGi58 .830 1.000 .794 .667 .685    
FGi59 .756 .794 1.000 .782 .802    
FGi60 .767 .667 .782 1.000 .891    
FGi61 .725 .685 .802 .891 1.000    
         
Summary Item Statistics  





Inter-Item Correlations .770 .667 .891 .224 1.336 .004 5  
         


















Deleted    
FGi57 13.1040 13.529 .844 .772 .930    
FGi58 13.1200 13.590 .806 .763 .936    
FGi59 13.3040 13.310 .865 .764 .926    
FGi60 13.2400 12.506 .859 .833 .927    
FGi61 13.3760 12.688 .859 .824 .927    









APPENDIX 7: CORRELATION  
Descriptive Statistics 
 Mean Std. Deviation N 
Frhs_support3 3.5893 .83777 125 
Frch_francbrand 3.5060 .88643 125 
Frch_franchisesytem 3.4667 .89403 125 
Gov_support 3.3072 .89930 125 
Frch_Retention_Test 3.5982 .78944 125 
Correlations 




** .826** .544** .614** 
Sig. (2-tailed)  .000 .000 .000 .000 




** 1 .811** .552** .595** 
Sig. (2-tailed) .000  .000 .000 .000 




** .811** 1 .534** .670** 
Sig. (2-tailed) .000 .000  .000 .000 




** .552** .534** 1 .409** 
Sig. (2-tailed) .000 .000 .000  .000 




** .595** .670** .409** 1 
Sig. (2-tailed) .000 .000 .000 .000  
N 125 125 125 125 125 




APPENDIX 8: MULTIPLE REGRESSION 
Descriptive Statistics 
 Mean Std. Deviation N 
Frch_Retention_Test 3.5982 .78944 125 
Frhs_support3 3.5893 .83777 125 
Frch_francbrand 3.5060 .88643 125 
Frch_franchisesytem 3.4667 .89403 125 
Gov_support 3.3072 .89930 125 
Correlations 
 Frch_Retention_Test Frhs_support3 Frch_francbrand Frch_franchisesytem Gov_support 
Pearson Correlation Frch_Retention_Test 1.000 .614 .595 .670 .409 
Frhs_support3 .614 1.000 .834 .826 .544 
Frch_francbrand .595 .834 1.000 .811 .552 
Frch_franchisesytem .670 .826 .811 1.000 .534 
Gov_support .409 .544 .552 .534 1.000 
Sig. (1-tailed) Frch_Retention_Test . .000 .000 .000 .000 
Frhs_support3 .000 . .000 .000 .000 
Frch_francbrand .000 .000 . .000 .000 
Frch_franchisesytem .000 .000 .000 . .000 
Gov_support .000 .000 .000 .000 . 
N Frch_Retention_Test 125 125 125 125 125 
Frhs_support3 125 125 125 125 125 
Frch_francbrand 125 125 125 125 125 
Frch_franchisesytem 125 125 125 125 125 













a. Dependent Variable: Frch_Retention_Test 
b. All requested variables entered. 
Model Summary 
Model R R Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
Change Statistics 
R Square Change F Change df1 df2 Sig. F Change 
1 .680a .463 .445 .58816 .463 25.848 4 120 .000 
a. Predictors: (Constant), Gov_support, Frch_franchisesytem, Frch_francbrand, Frhs_support3 







Square F Sig. 
1 Regression 35.767 4 8.942 25.848 .000b 
Residual 41.512 120 .346   
Total 77.279 124    
a. Dependent Variable: Frch_Retention_Test 









Coefficients T Sig. 
95.0% Confidence 
Interval for B Correlations Collinearity Statistics 






order Partial Part Tolerance VIF 
1 (Constant) 1.333 .248  5.367 .000 .841 1.824      
Frhs_support3 .135 .130 .143 1.042 .299 -.122 .392 .614 .095 .070 .236 4.233 
Frch_francbrand .061 .119 .068 .509 .611 -.175 .296 .595 .046 .034 .251 3.978 
Frch_franchisesytem .420 .115 .475 3.657 .000 .193 .647 .670 .317 .245 .265 3.774 
Gov_support .034 .072 .039 .475 .636 -.108 .177 .409 .043 .032 .665 1.504 
a. Dependent Variable: Frch_Retention_Test 
 
Collinearity Diagnosticsa 
Model Dimension Eigenvalue Condition Index 
Variance Proportions 
(Constant) Frhs_support3 Frch_francbrand 
Frch_franchisesyte
m Gov_support 
1 1 4.904 1.000 .00 .00 .00 .00 .00 
2 .041 10.956 .38 .03 .05 .07 .28 
3 .035 11.860 .58 .00 .00 .00 .71 
4 .011 20.666 .00 .01 .58 .78 .00 
5 .009 23.652 .04 .96 .37 .15 .00 








Case Number Std. Residual 
Frch_Retention_T
est Predicted Value Residual 
9 7.333 8.22 3.9092 4.31300 
a. Dependent Variable: Frch_Retention_Test 
 
Residuals Statistics’ 
 Minimum Maximum Mean Std. Deviation N 
Predicted Value 2.0233 4.5809 3.5982 .53707 125 
Std. Predicted Value -2.932 1.830 .000 1.000 125 
Standard Error of Predicted 
Value 
.059 .218 .112 .037 125 
Adjusted Predicted Value 2.1253 4.5828 3.5977 .53824 125 
Residual -1.06163 4.31300 .00000 .57859 125 
Std. Residual -1.805 7.333 .000 .984 125 
Stud. Residual -1.833 7.382 .000 1.001 125 
Deleted Residual -1.12532 4.37063 .00056 .59887 125 
Stud. Deleted Residual -1.852 9.949 .021 1.167 125 
Mahal. Distance .276 16.070 3.968 3.383 125 
Cook's Distance .000 .146 .007 .017 125 
Centered Leverage Value .002 .130 .032 .027 125 








APPENDIX 9: HIERARCHICAL MULTIPLE REGRESSION  
i) Franchisor Support 
 
Descriptive Statistics 
 Mean Std. Deviation N 
Frch_Retention_Test 3.5982 .78944 125 
Frhs_support3 3.5893 .83777 125 
Gov_support 3.3072 .89930 125 
Int_FrchSupport 12.2771 5.36197 125 
Correlations 
 Frch_Retention_Test Frhs_support3 Gov_support Int_FrchSupport 
Pearson Correlation Frch_Retention_Test 1.000 .614 .409 .567 
Frhs_support3 .614 1.000 .544 .837 
Gov_support .409 .544 1.000 .896 
Int_FrchSupport .567 .837 .896 1.000 
Sig. (1-tailed) Frch_Retention_Test . .000 .000 .000 
Frhs_support3 .000 . .000 .000 
Gov_support .000 .000 . .000 
Int_FrchSupport .000 .000 .000 . 
N Frch_Retention_Test 125 125 125 125 
Frhs_support3 125 125 125 125 
Gov_support 125 125 125 125 









2 Int_FrchSupportb . Enter 
a. Dependent Variable: Frch_Retention_Test 
b. All requested variables entered. 
Model Summary 
Model R R Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
Change Statistics 
R Square Change F Change df1 df2 Sig. F Change 
1 .620a .385 .375 .62418 .385 38.177 2 122 .000 
2 .622b .387 .372 .62582 .002 .359 1 121 .550 
a. Predictors: (Constant), Gov_support, Frhs_support3 
b. Predictors: (Constant), Gov_support, Frhs_support3, Int_FrchSupport 
c. Dependent Variable: Frch_Retention_Test 
ANOVAa 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 29.748 2 14.874 38.177 .000b 
Residual 47.531 122 .390   
Total 77.279 124    
2 Regression 29.888 3 9.963 25.437 .000c 
Residual 47.390 121 .392   
Total 77.279 124    
a. Dependent Variable: Frch_Retention_Test 
b. Predictors: (Constant), Gov_support, Frhs_support3 
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Coefficients T Sig. 
95.0% Confidence 
Interval for B Correlations Collinearity Statistics 






order Partial Part Tolerance VIF 
1 (Constant) 1.409 .262  5.367 .000 .889 1.928      
Frhs_support3 .524 .080 .556 6.577 .000 .367 .682 .614 .512 .467 .704 1.420 
Gov_support .093 .074 .106 1.252 .213 -.054 .240 .409 .113 .089 .704 1.420 
2 (Constant) 1.882 .832  2.261 .026 .234 3.529      
Frhs_support3 .394 .233 .418 1.692 .093 -.067 .854 .614 .152 .120 .083 12.017 
Gov_support -.061 .268 -.070 -.228 .820 -.591 .469 .409 -.021 -.016 .055 18.345 
Int_FrchSupport .041 .069 .280 .599 .550 -.095 .177 .567 .054 .043 .023 43.088 
a. Dependent Variable: Frch_Retention_Test 
 
Excluded Variables 





1 Int_FrchSupport .280b .599 .550 .054 .023 43.088 .023 
a. Dependent Variable: Frch_Retention_Test 









Model Dimension Eigenvalue Condition Index 
Variance Proportions 
(Constant) Frhs_support3 Gov_support Int_FrchSupport 
1 1 2.941 1.000 .01 .00 .01  
2 .035 9.185 .58 .01 .76  
3 .024 11.054 .42 .99 .24  
2 1 3.888 1.000 .00 .00 .00 .00 
2 .085 6.779 .03 .00 .00 .02 
3 .026 12.192 .00 .08 .07 .00 
4 .001 60.595 .97 .92 .93 .98 





Case Number Std. Residual 
Frch_Retention_T
est Predicted Value Residual 
9 6.986 8.22 3.8502 4.37201 









 Minimum Maximum Mean Std. Deviation N 
Predicted Value 2.2315 4.5744 3.5982 .49095 125 
Std. Predicted Value -2.784 1.988 .000 1.000 125 
Standard Error of Predicted 
Value 
.063 .352 .102 .045 125 
Adjusted Predicted Value 1.9698 4.5866 3.5942 .49932 125 
Residual -1.43585 4.37201 .00000 .61821 125 
Std. Residual -2.294 6.986 .000 .988 125 
Stud. Residual -2.322 7.026 .003 1.007 125 
Deleted Residual -1.47044 4.42260 .00406 .64427 125 
Stud. Deleted Residual -2.365 9.094 .019 1.135 125 
Mahal. Distance .255 38.327 2.976 4.674 125 
Cook's Distance .000 .509 .011 .050 125 
Centered Leverage Value .002 .309 .024 .038 125 












ii) Franchisor Brand 
 
Descriptive Statistics 
 Mean Std. Deviation N 
Frch_Retention_Test 3.5982 .78944 125 
Frch_francbrand 3.5060 .88643 125 
Gov_support 3.3072 .89930 125 






est Frch_francbrand Gov_support Int_FrchBrand 
Pearson Correlation Frch_Retention_Test 1.000 .595 .409 .567 
Frch_francbrand .595 1.000 .552 .855 
Gov_support .409 .552 1.000 .885 
Int_FrchBrand .567 .855 .885 1.000 
Sig. (1-tailed) Frch_Retention_Test . .000 .000 .000 
Frch_francbrand .000 . .000 .000 
Gov_support .000 .000 . .000 
Int_FrchBrand .000 .000 .000 . 
N Frch_Retention_Test 125 125 125 125 
Frch_francbrand 125 125 125 125 
Gov_support 125 125 125 125 












2 Int_FrchBrandb . Enter 
a. Dependent Variable: Frch_Retention_Test 




Model R R Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
Change Statistics 
R Square Change F Change df1 df2 Sig. F Change 
1 .603a .363 .353 .63520 .363 34.764 2 122 .000 
2 .607b .368 .352 .63537 .005 .936 1 121 .335 
a. Predictors: (Constant), Gov_support, Frch_francbrand 
b. Predictors: (Constant), Gov_support, Frch_francbrand, Int_FrchBrand 










Model Sum of Squares df Mean Square F Sig. 
1 Regression 28.054 2 14.027 34.764 .000b 
Residual 49.225 122 .403   
Total 77.279 124    
2 Regression 28.432 3 9.477 23.476 .000c 
Residual 48.847 121 .404   
Total 77.279 124    
a. Dependent Variable: Frch_Retention_Test 
b. Predictors: (Constant), Gov_support, Frch_francbrand 








Coefficients t Sig. 
95.0% Confidence 
Interval for B Correlations Collinearity Statistics 






order Partial Part Tolerance VIF 
1 (Constant) 1.605 .254  6.313 .000 1.101 2.108      
Frch_francbrand .473 .077 .531 6.129 .000 .320 .626 .595 .485 .443 .696 1.437 
Gov_support .102 .076 .116 1.335 .184 -.049 .252 .409 .120 .096 .696 1.437 
2 (Constant) 2.340 .802  2.919 .004 .753 3.927      
Frch_francbrand .260 .233 .292 1.117 .266 -.201 .721 .595 .101 .081 .076 13.098 
Gov_support -.134 .255 -.153 -.526 .600 -.640 .371 .409 -.048 -.038 .062 16.191 
Int_FrchBrand .066 .068 .453 .968 .335 -.069 .200 .567 .088 .070 .024 41.883 









1 Int_FrchBrand .453b .968 .335 .088 .024 41.883 .024 
a. Dependent Variable: Frch_Retention_Test 




Model Dimension Eigenvalue Condition Index 
Variance Proportions 
(Constant) Frch_francbrand Gov_support Int_FrchBrand 
1 1 2.937 1.000 .01 .00 .01  
2 .035 9.177 .81 .01 .58  
3 .028 10.302 .19 .98 .41  
2 1 3.882 1.000 .00 .00 .00 .00 
2 .089 6.612 .03 .00 .00 .02 
3 .028 11.689 .00 .08 .07 .00 
4 .001 57.679 .97 .92 .93 .98 









Case Number Std. Residual 
Frch_Retention_T
est Predicted Value Residual 
9 7.053 8.22 3.7412 4.48102 




 Minimum Maximum Mean Std. Deviation N 
Predicted Value 2.4495 4.6111 3.5982 .47884 125 
Std. Predicted Value -2.399 2.115 .000 1.000 125 
Standard Error of Predicted 
Value 
.065 .298 .105 .044 125 
Adjusted Predicted Value 2.5558 4.5823 3.5969 .47988 125 
Residual -1.44946 4.48102 .00000 .62764 125 
Std. Residual -2.281 7.053 .000 .988 125 
Stud. Residual -2.449 7.094 .001 1.005 125 
Deleted Residual -1.67016 4.53435 .00135 .65024 125 
Stud. Deleted Residual -2.501 9.245 .017 1.139 125 
Mahal. Distance .311 26.340 2.976 4.135 125 
Cook's Distance .000 .228 .009 .030 125 
Centered Leverage Value .003 .212 .024 .033 125 






iii) Franchisors Franchise System 
 
Descriptive Statistics 
 Mean Std. Deviation N 
Frch_Retention_Test 3.5982 .78944 125 
Frch_franchisesytem 3.4667 .89403 125 
Gov_support 3.3072 .89930 125 




 Frch_Retention_Test Frch_franchisesytem Gov_support Int_Frchsystem 
Pearson Correlation Frch_Retention_Test 1.000 .670 .409 .596 
Frch_franchisesytem .670 1.000 .534 .854 
Gov_support .409 .534 1.000 .880 
Int_Frchsystem .596 .854 .880 1.000 
Sig. (1-tailed) Frch_Retention_Test . .000 .000 .000 
Frch_franchisesytem .000 . .000 .000 
Gov_support .000 .000 . .000 
Int_Frchsystem .000 .000 .000 . 
N Frch_Retention_Test 125 125 125 125 
Frch_franchisesytem 125 125 125 125 
Gov_support 125 125 125 125 












2 Int_Frchsystemb . Enter 
a. Dependent Variable: Frch_Retention_Test 




Model R R Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
Change Statistics 
R Square Change F Change df1 df2 Sig. F Change 
1 .673a .452 .443 .58903 .452 50.367 2 122 .000 
2 .674b .454 .440 .59062 .002 .344 1 121 .559 
a. Predictors: (Constant), Gov_support, Frch_franchisesytem 
b. Predictors: (Constant), Gov_support, Frch_franchisesytem, Int_Frchsystem 










Model Sum of Squares df Mean Square F Sig. 
1 Regression 34.950 2 17.475 50.367 .000b 
Residual 42.329 122 .347   
Total 77.279 124    
2 Regression 35.070 3 11.690 33.512 .000c 
Residual 42.209 121 .349   
Total 77.279 124    
a. Dependent Variable: Frch_Retention_Test 
b. Predictors: (Constant), Gov_support, Frch_franchisesytem 







Coefficients t Sig. 
95.0% Confidence 
Interval for B Correlations Collinearity Statistics 
B 
Std. 






order Partial Part Tolerance VIF 
1 (Constant) 1.458 .234  6.221 .000 .994 1.922      
Frch_franchisesytem .558 .070 .632 7.973 .000 .420 .697 .670 .585 .534 .714 1.400 
Gov_support .062 .070 .071 .892 .374 -.076 .200 .409 .081 .060 .714 1.400 
2 (Constant) .983 .843  1.167 .245 -.685 2.652      
Frch_franchisesytem .692 .239 .784 2.897 .004 .219 1.165 .670 .255 .195 .062 16.215 
Gov_support .209 .260 .238 .803 .423 -.306 .725 .409 .073 .054 .051 19.508 
Int_Frchsystem -.040 .068 -.283 -.587 .559 -.175 .095 .596 -.053 -.039 .019 51.431 










1 Int_Frchsystem -.283b -.587 .559 -.053 .019 51.431 .019 
a. Dependent Variable: Frch_Retention_Test 








m Gov_support Int_Frchsystem 
1 1 2.936 1.000 .01 .01 .01  
2 .035 9.178 .82 .01 .60  
3 .030 9.969 .18 .98 .40  
2 1 3.875 1.000 .00 .00 .00 .00 
2 .094 6.421 .02 .00 .00 .02 
3 .030 11.340 .00 .06 .06 .00 
4 .001 63.658 .98 .94 .94 .98 








Case Number Std. Residual 
Frch_Retention_T
est Predicted Value Residual 
9 7.254 8.22 3.9379 4.28436 




 Minimum Maximum Mean Std. Deviation N 
Predicted Value 2.0478 4.4884 3.5982 .53181 125 
Std. Predicted Value -2.915 1.674 .000 1.000 125 
Standard Error of Predicted 
Value 
.060 .280 .097 .041 125 
Adjusted Predicted Value 2.1724 4.5125 3.5967 .53252 125 
Residual -1.04779 4.28436 .00000 .58343 125 
Std. Residual -1.774 7.254 .000 .988 125 
Stud. Residual -1.938 7.300 .001 1.005 125 
Deleted Residual -1.25032 4.33878 .00154 .60474 125 
Stud. Deleted Residual -1.961 9.718 .020 1.160 125 
Mahal. Distance .270 26.857 2.976 4.063 125 
Cook's Distance .000 .300 .010 .035 125 
Centered Leverage Value .002 .217 .024 .033 125 






iv) Franchisor Support, Franchisor Brand & Franchisor Franchise System  
 
Descriptive Statistics 
 Mean Std. Deviation N 
Frch_Retention_Test 3.5982 .78944 125 
Frhs_support3 3.5893 .83777 125 
Frch_francbrand 3.5060 .88643 125 
Frch_franchisesytem 3.4667 .89403 125 
Gov_support 3.3072 .89930 125 
Int_FrchBrand 12.0312 5.44218 125 
Int_FrchSupport 12.2771 5.36197 125 
























Frch_Retention_Test 1.000 .614 .595 .670 .409 .567 .567 .596 
Frhs_support3 .614 1.000 .834 .826 .544 .765 .837 .749 
Frch_francbrand .595 .834 1.000 .811 .552 .855 .763 .758 
Frch_franchisesytem .670 .826 .811 1.000 .534 .766 .755 .854 
Gov_support .409 .544 .552 .534 1.000 .885 .896 .880 
Int_FrchBrand .567 .765 .855 .766 .885 1.000 .956 .952 
Int_FrchSupport .567 .837 .763 .755 .896 .956 1.000 .947 
Int_Frchsystem .596 .749 .758 .854 .880 .952 .947 1.000 
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Sig. (1-tailed) Frch_Retention_Test . .000 .000 .000 .000 .000 .000 .000 
Frhs_support3 .000 . .000 .000 .000 .000 .000 .000 
Frch_francbrand .000 .000 . .000 .000 .000 .000 .000 
Frch_franchisesytem .000 .000 .000 . .000 .000 .000 .000 
Gov_support .000 .000 .000 .000 . .000 .000 .000 
Int_FrchBrand .000 .000 .000 .000 .000 . .000 .000 
Int_FrchSupport .000 .000 .000 .000 .000 .000 . .000 
Int_Frchsystem .000 .000 .000 .000 .000 .000 .000 . 
N Frch_Retention_Test 125 125 125 125 125 125 125 125 
Frhs_support3 125 125 125 125 125 125 125 125 
Frch_francbrand 125 125 125 125 125 125 125 125 
Frch_franchisesytem 125 125 125 125 125 125 125 125 
Gov_support 125 125 125 125 125 125 125 125 
Int_FrchBrand 125 125 125 125 125 125 125 125 
Int_FrchSupport 125 125 125 125 125 125 125 125 


























a. Dependent Variable: Frch_Retention_Test 




Model R R Square Adjusted R Square 
Std. Error of the 
Estimate 
Change Statistics 
R Square Change F Change df1 df2 Sig. F Change 
1 .680a .463 .445 .58816 .463 25.848 4 120 .000 
2 .684b .468 .436 .59288 .005 .366 3 117 .778 
a. Predictors: (Constant), Gov_support, Frch_franchisesytem, Frch_francbrand, Frhs_support3 
b. Predictors: (Constant), Gov_support, Frch_franchisesytem, Frch_francbrand, Frhs_support3, Int_FrchSupport, Int_FrchBrand, Int_Frchsystem 






Model Sum of Squares df Mean Square F Sig. 
1 Regression 35.767 4 8.942 25.848 .000b 
Residual 41.512 120 .346   
Total 77.279 124    
2 Regression 36.153 7 5.165 14.693 .000c 
Residual 41.126 117 .352   
Total 77.279 124    
a. Dependent Variable: Frch_Retention_Test 
b. Predictors: (Constant), Gov_support, Frch_franchisesytem, Frch_francbrand, Frhs_support3 
c. Predictors: (Constant), Gov_support, Frch_franchisesytem, Frch_francbrand, Frhs_support3, 










Coefficients t Sig. 
95.0% Confidence 
Interval for B Correlations Collinearity Statistics 
B 
Std. 






order Partial Part Tolerance VIF 
1 (Constant) 1.333 .248  5.367 .000 .841 1.824      
Frhs_support3 .135 .130 .143 1.042 .299 -.122 .392 .614 .095 .070 .236 4.233 
Frch_francbrand .061 .119 .068 .509 .611 -.175 .296 .595 .046 .034 .251 3.978 
Frch_franchisesytem .420 .115 .475 3.657 .000 .193 .647 .670 .317 .245 .265 3.774 
Gov_support .034 .072 .039 .475 .636 -.108 .177 .409 .043 .032 .665 1.504 
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2 (Constant) 1.142 .857  1.333 .185 -.554 2.839      
Frhs_support3 -.218 .527 -.232 -.414 .679 -1.262 .825 .614 -.038 -.028 .015 68.753 
Frch_francbrand -.144 .486 -.162 -.297 .767 -1.106 .817 .595 -.027 -.020 .015 65.356 
Frch_franchisesytem 1.022 .594 1.157 1.721 .088 -.154 2.197 .670 .157 .116 .010 99.359 
Gov_support .097 .273 .110 .354 .724 -.444 .637 .409 .033 .024 .047 21.264 
Int_FrchBrand .073 .158 .501 .459 .647 -.241 .386 .567 .042 .031 .004 261.797 
Int_FrchSupport .096 .154 .655 .628 .531 -.208 .401 .567 .058 .042 .004 239.646 
Int_Frchsystem -.183 .177 -1.289 -1.033 .304 -.533 .168 .596 -.095 -.070 .003 342.595 









1 Int_FrchBrand .036b .081 .936 .007 .022 44.546 .022 
Int_FrchSupport .065b .147 .883 .014 .023 43.693 .023 
Int_Frchsystem -.151b -.306 .760 -.028 .018 54.179 .018 
a. Dependent Variable: Frch_Retention_Test 
































1 1 4.904 1.000 .00 .00 .00 .00 .00    
2 .041 10.956 .38 .03 .05 .07 .28    
3 .035 11.860 .58 .00 .00 .00 .71    
4 .011 20.666 .00 .01 .58 .78 .00    
5 .009 23.652 .04 .96 .37 .15 .00    
2 1 7.766 1.000 .00 .00 .00 .00 .00 .00 .00 .00 
2 .156 7.053 .01 .00 .00 .00 .00 .00 .00 .00 
3 .041 13.839 .01 .00 .00 .00 .04 .00 .00 .00 
4 .020 19.725 .00 .00 .01 .01 .00 .00 .00 .01 
5 .016 22.171 .00 .02 .01 .00 .00 .01 .01 .00 
6 .001 73.512 .91 .02 .03 .01 .88 .03 .03 .01 
7 .000 170.532 .01 .55 .78 .00 .02 .77 .62 .01 
8 .000 197.144 .06 .41 .17 .97 .06 .19 .34 .97 




Case Number Std. Residual 
Frch_Retention_T
est Predicted Value Residual 
9 7.283 8.22 3.9041 4.31811 




 Minimum Maximum Mean Std. Deviation N 
Predicted Value 1.9838 4.5777 3.5982 .53996 125 
Std. Predicted Value -2.990 1.814 .000 1.000 125 
Standard Error of Predicted 
Value 
.068 .340 .138 .058 125 
Adjusted Predicted Value 2.1433 4.5904 3.5951 .54606 125 
Residual -.99394 4.31811 .00000 .57590 125 
Std. Residual -1.676 7.283 .000 .971 125 
Stud. Residual -1.822 7.344 .002 1.000 125 
Deleted Residual -1.18640 4.39089 .00313 .61207 125 
Stud. Deleted Residual -1.841 9.961 .023 1.169 125 
Mahal. Distance .616 39.831 6.944 7.193 125 
Cook's Distance .000 .234 .008 .025 125 
Centered Leverage Value .005 .321 .056 .058 125 












 nrb N Mean Std. Deviation Std. Error Mean 
Frch_franchisesytem 1.00 63 3.3651 .97957 .12341 
2.00 62 3.5699 .79247 .10064 
 
 
Independent Samples Test 
 
Levene's Test for Equality 
of Variances t-test for Equality of Means 

















  -1.286 
118.58
1 
.201 -.20481 .15925 -.52015 .11053 
 
 
 
